introduCtion this article focuses on the revitalization and re-invention of calendrical ritual celebrations in modern russian provincial cities as a reciprocal process introduced by local authorities and tourist developers to motivate domestic tourists. this study touches on many subdisciplines within anthropology, folklore, and linguistics. the topic partly fits into the anthropology of tourism, an academic discipline well established in europe and the u.s. (core works are published in smith 1989, nash 1996, and nash 2007 et al., but not yet presented in russian academic investigation and teaching 1 ). since the 1990s, tourism has been a booming industry in post-soviet russia. it started with international destinations, such as vacationing in turkey and egypt, and culture-based trips in europe, whereas domestic tourism as such was not very popular. now, in the second decade of the twenty-first century, domestic tourism is rapidly burgeoning and has become very fashionable even among young people that ten years earlier would have preferred to go abroad on vacation instead of staying in russia and being a domestic tourist. the major types of tourism as designated by valene smith (1989: 4-5) are ethnic, historical, cultural, environmental, religious, and recreational. during the last decade, of course, many subtypes have developed 1 For some notes on the anthropology of tourism in russia, see gurin (2004 (sport, culinary, etc.) and also an umbrella type: heritage tourism (dallen & boyd 2003; dallen 2011). in modern russia i speak of combined types of domestic tourism, which includes diverse tourist activity, but the program almost obligatorily has an ethnic event, when the trip is timed to coincide with a particular date in the ritual year. i refer to this type of tourism as ethnographic calendrical tourism. the reasons for choice of a calendrical feast from the ritual year (the Christian calendar, state holidays, and other celebrations) and giving local flavor to it as a means to attract tourists have never been studied in russia. tourism discourse is a small part of a larger trend of rearranging time in space in the country, erasing the dominant soviet past, reevaluating historical and religious facts, self-identification, and economic development. touristifying pilgrimage, commercializing culture, and creating a seasonal aspect for advertising (santino 1996) are processes that are well known in the West, but are comparatively new in postcommunist countries. the forms of russian tourist advertising that often arrive as spam letters are also very specific and unique. 2 spam letters From tourist agenCies this article is a limited study, and so i limited the material i used. i analyze only one genre: the advertisements that i have received as e-mail spam letters. occasionally i refer to the internet sites that the e-mails refer to and to other sources, but i do not take them into account on the whole because the stylistics of a spam letter and official information are very different.
3 another restriction concerns geography: i mostly look at central russian cities. in 2005, spam letters with an invitation to visit a russian city or village started arriving by the dozen. the first letters i received offered a potential visitor the opportunity to make a cultural trip to a local area in central russia known as the golden ring (the cities of vladimir, suzdal, novgorod, Yaroslavl, etc.). even during soviet times, these cities were known for the beauty of their russian ecclesiastical medieval architecture and were the main attraction for russian and foreign tourists. the first tourist spam advertisements accentuated the outstanding architectural heritage: 2 i would like to thank the organizers and the participants of the conference of the sieF working group "the ritual Year," which took place in ljubljana 11-13 november 2011 with the title "researchers and performers Co-designing heritage." during the discussion many questions arose, and they helped me draw parallels and clarify theoretical and practical reasoning for this article. not a single researcher in the conference hall had received or seen tourism spam letters in their countries. even other former soviet republics such as ukraine and the baltic states do not have such letters, which is unusual because, as arūnas vaicekauskas puts it, the tendency of these young countries is to copy many trends that are taking place in russia. . thus, apart from the value of the spam letters as a genre, these texts proved to be important documents that reflect the entire process of rearranging time and space in modern russia. the significance of such a text was emphasized by the late academician vladimir toporov, who studied not only many ancient texts but also small contemporary notes such as street graffiti, short texts on the grave of the russian saint Xenia of saint petersburg, and so on. he called these texts odnodnevki-texts that survive one day-and pointed out: "the short period of their life is opposed to the fact that time not only wipes away the texts, but also produces new ones, according to the old patterns. not a single ethnological piece of research can pretend to be a broad enough study if it does not take into account such texts. moreover, they create myths themselves . . ." (toporov 1992: 252). this idea is supported and complemented by many scholars and is also very valuable for sociolinguists. the language of tourism (on this concept, see dann 1996, 2002) , which is at the core of my research, consists of such texts, based on precedent texts and new myths. through pictures, brochures, and other media, the language of tourism attempts to seduce millions of people into becoming tourists and subsequently to control their attitudes and behavior (smith, Waterton, & Watson 2012).
CalendriCal time and plaCe, or plaCe and CalendriCal time:
Carnival investigation of the spam letters proves the idea of reciprocal influence of time and space, and it also shows the remembrance of the old and formation of new chronotopes in modern russia. many cities had to start from the very beginning: with the name, which is the key to historical memory and culture, and also an important source for inventing ritual tradition and mythology. 5 since 1990, a process of renaming cities (giving them old 5 to give just two examples of the correspondence between the name and the local developments aiming partly to attract tourists: the city of myshkin (resembling the russian word for 'mouse') was one of the first to play with its name, establishing a private mouse museum. local entrepreneurs also used the image of the mouse (produced in the city in all forms and of all materials) to invite tourists to come to the city and buy souvenirs for the coming Chinese year of the rat. another example is the city of tambov. due to the russian saying "tambov's wolf is your friend" as a reply to addressing somebody as "friend," tourism developers organized a wolf museum. all of these examples were taken from the spam letters and then double-checked in the official tourist information. For more examples on development of mythology and folklore in the provincial cities as part of the project Folklore map of russia, see below.
irina sedakova, the russian ritual Year and Folklore through tourist advertising pre-revolutionary names) has been taking place: leningrad became saint petersburg, sverdlovsk became Yekaterinburg, gorky became nizhny novgorod, kuybyshev became samara, kalinin became tver, and so on. along with the process of renaming, the process of developing the local identity started, and one of the many sources for remembering the past and presenting it as a living tradition is the ritual that is an important part of many traditional spheres (be it calendar holidays with performances and carnivals, or folklore with its heroes, music and dance, crafts, etc.). tourist spam letters show how the tours have been adjusted to the major and minor points in the ritual year, offering the specific attractions of the tourist destination. meanwhile, the local ritual system met the needs of tourism and local people and transformed the ritual and mythological systems as well.
the ritual year as such in the spam letters i have been receiving started with shrovetide week, known as Maslenitsa in russian. this feast was not abolished in the ussr, even in the cities. Whereas in rural areas the entire week kept the names of the days and specific rituals-games, songs, and dances with the final burning of the figure of Maslenitsa-in the cities the dominating idea was a gastronomic one: eating crepes. after perestroika, carnival turned into a must. now there is entertainment and crepes, the figure of Maslenitsa appears 6 on time in the centre of each city, the crepes are served on the street even in 6 Crepes for carnival, and bread and cheese for easter are very important basic culinary components, which proved to be very stable, having survived during the atheist soviet era. an impressive use of the well-known poster redone for Maslenitsa (Figure 1) . Carnival gives the tourism entrepreneurs a very good opportunity to attract visitors: each tour includes some local specific form of the feast, mostly interactive entertainment, whereas crepes are the main culinary point of attraction. in 2006, i counted three dozen spam letters that were invitations to carnival tours in various places. in 2012 there were several hundred. irina sedakova, the russian ritual Year and Folklore through tourist advertising i exemplify the most important ideas about the local tourist celebration that the spam letters present. some of the letters simply change the title of the text and insert bits of ritual information into the usual "out of season" content. on 23 February 2012, during shrovetide week i accepted an invitation in a spam letter and went to pereslavl. i had a combined tour with excursions to two monasteries and three churches, to lake pleshcheyevo, where peter the great tried out his first fleet, and to the blue stone connected with many local legends, magic practices, and beliefs. the major attraction was the carnival performance in a specially constructed "house of berendei." 7 the performance consisted of very traditional ritual acts and entertainment, compiled by experts in folklore and performed by professional actors and some local people. We played games, listened to spring calendar songs, danced, and at the end burned the figure of carnival (Maslenitsa; Figures 6 and 7) . some didactic elements were incorporated the performance, such as explaining the terms and the ritual acts of each day of the shrovetide week, teaching some games, and so on. this is an important issue for such ethnographic tourism because 7 Folklorists do not regard berendei as a hero of the russian mythological pantheon, but he is still very popular in literature and modern folklore. For more, see http://dom-berendej.ru/. irina sedakova, the russian ritual Year and Folklore through tourist advertising russian urban culture has forgotten the traditional feasts, and not only children, but their parents and even grandparents have (and are eager) to study folk heritage.
apart from traditional seasonal performances of carnival, other types of entertainment are offered in the spam advertisements. the joy of eating crepes is always stressed in the letters, and tourists can choose the scenery for this culinary experience according to their interests, time, and means. Carnival can be celebrated in shakhmatovo, the ancient country estate of the writer alexander block, in the city of klin, the birthplace of the composer peter tchaikovsky, and so on. here is a letter inviting participants to celebrate carnival in pushkin's memorial places, which offers cultural and informative tourism along with ethnographic tourism: With the development of tourism sites, the array of offers to celebrate carnival is growing in number and detail. some of them involve very foreign ideas, alien to russian popular tradition, such as a carnival with crepes in an indian village for children, and so on.
the ritual Year in tourism advertising apart from carnival, the church and the folk religious versions of easter with its specific culinary treats (special cakes and cheese), games with painted eggs, and competitions offer a lot to a creative tourism entrepreneur. almost all the tourist destinations have adjusted their programs to place the easter celebration into the local setting, which i could see in the spam letters i received. 8 in 2005, after easter a long period of non-seasonal and eth-8 the spam letter depicting the easter tour to the city of murom (example 4) adds one sentence: "on easter you will receive some holy water in the old chapel and eat paskha food." nographic letters followed, until new Year 2006 and then "the gender month" came: st valentine's day, 23 February (defender of the motherland day, or men's day) and 8 march (international Women's day). marked dates with socialist associations, such as 1 may and 7 november, have not been used to attract tourists for celebrating, but only for cultural, ecological, or religious trips. Consequently i documented filling in the gaps in the course of the ritual year. every year brought some new calendrical developments, which aimed to fill in the lacunae, adapting the traditional and new calendar feasts to the needs of tourists. this process went in two directions. on the one hand, many church holidays were "privatized" by tourism agencies and destinations. on the other hand, the former soviet holidays regained their popularity, partly out of nostalgic feelings in society and partly through the interest of the younger generations.
the church celebrations have been popular in pilgrimage tours, which followed the Christian calendar. For the other types of tourism, such as ethnographic and culinary tourism, not all the Christian orthodox feasts were regarded as "convenient" or "interesting." ethnographic tourism needs action and performance, and one can find these features in the folk version of the Christian calendrical feasts. thus my e-mail inbox received advertisements for tourist trips on midsummer day (the nativity of john the baptist, 7 july, new style). in russia this is known as Ivan Kupala (from slavic *kup-'to bathe') and is a rich ritual complex connected with water, fires, herbs, games and flirting for young people, and so on.
example 13. the night of ivan kupala (midsummer). the night of love
The another celebration that includes games and can be placed in the natural environment is Whitsunday, whose date changes according to easter. in 2009, i received a spam invitation to visit tver for Whitsunday. i made an internet enquiry, which led me to an article titled "tourism in tver Can be saved by Folklore, Whitsunday's Folk entertainment" (http://www.rusculture. ru/?p=thview&id=287). this proves the idea that the development of tourism destinations greatly relies on folklore and rituals while making the calendar of excursions more condensed.
irina sedakova, the russian ritual Year and Folklore through tourist advertising the month of august, which used to be an "empty" period for ethnographic calendrical tourism, provides another example. the study of folk rituals probably gave entrepreneurs ideas to insert august celebrations into the development of tourism as well. in the russian vernacular religious tradition, the three august church calendar celebrations are known as the First (honey) Feast = the savior (the day of the holy Cross, 14 august), the second (apple) Feast (transfiguration, 19 august), and the third (rye, bread, nuts) Feast (the savior on Canvas, 29 august, the day after the dormition of the virgin, 28 august). as can be seen from the names, the feasts allude to the fruit of nature and, because food is well exploited by ecological and culinary tourism, these feasts started to be included in the ritual tourism year.
an exclusively interesting example of the reciprocal influence of tourism entrepreneurship and governmental policy on the basis of the russian Christian orthodox calendar and folk religion is supplied by the case of a local church feast in murom. i have already quoted a spam letter inviting tourists to visit this city to venerate the relics of the saints peter and theuronia, regarded as family patrons that can guarantee luck in romance and family life. a local legend and feast developed into a national myth and state holiday established in 2008 (the Year of the Family) as the day of Family, love, and Fidelity (for more on this holiday, see sedakova, in press). the idea of using this local celebration for a russia-wide holiday was coined in the russian state duma (the lower house of the russian parliament), and the scenario for the festival was officially launched by svetlana medvedeva (the russian first lady) with huge support from mass media and governmental structures. it became a success, unlike the other important innovations in the modern russian ritual year: 4 november and 12 june (sedakova 2007).
the second trend making the tourist ritual year more diverse is the revitalization of the soviet celebrations and their adjustment to tourism demands. the process of erasing the communist past has been replaced by a trend to accept russians' nostalgic feelings. the spam letter below offers an unforgettable 1 may celebration, which combines soviet and post-soviet joys. some of the excursions offered by the tourist agencies through the spam letters are really exclusive and deal with the postmodernist humor about soviet ideology and heroism. the text below timed for 23 February, the day of men, alludes to the legendary russian hero ivan susanin, who led polish enemy troops into the marsh near kostroma and died with them in the seventeenth century. the susanin route as advertised in the spam sounds very suspicious, but, of course, it is just a game, adjusted to the local nature and historical and folklore facts. the major theme is expressed in other attractions of the tourist destination that do not have a "seasonal" touch. thus the plan of the excursion illustrates the mixture of attractions of a historical, cultural, religious, and culinary character. the new post-soviet state holidays 12 june (independence day, or russia day) and 4 november (day of national unity) have not added any interesting content to the tourist calendar. the red days in the calendar allow tourism entrepreneurs to use the longer weekends for the commercial needs of the business. in modern russia these state festivities fall into the range of "empty," meaningless festivities that are purely ideological. most people in the russian Federation do not remember the precise names and the historical reasons for them, and always have a nice surprise when, for example, on 12 june they realize that they do not have to go to their offices. 9 thus the old meaning of a holiday (russian prazdnik) 'empty, not busy day' (toporov 1980) is restored to its literal meaning. 9 the beginning of november has been marked as a festive period because the day of the october revolution, 7 november, has been celebrated for many decades in the ussr and is well remembered by many generations. this is, by the way, one of the strategies of restructuring the official ritual year in post-soviet countries: to more or less keep the date of the communist holiday, but fill the celebration with new ideological (historical) content (sedakova 2008). irina sedakova, the russian ritual Year and Folklore through tourist advertising Folklore, the ritual Year, and tourism i use the case of new Year tourism as reflected in spam letters to analyze a sub-theme and to illustrate how a calendar feast can initiate a new strategy for attracting visitors to new destinations and also to renovate known tourism sites. the new Year marks a very specific place in the seasonal calendar of the russians celebration. in the ussr it replaced Christmas, which was officially forbidden in the atheist country (on this topic, see dushechkina 2012). during those seventy years, Christmas faded as a celebration, but with the re-Christianization of russia in the 1990s Christmas in its folk version started to come back, both on the modern (25 december) and russian orthodox (7 january) dates. here the difference in the russian church calendar and the international one plays a decisive role. i am restricted here from describing it in detail, but in modern russia the Christmas period starts on 24 december (under european influence) and lasts until 7 january-the date for Christmas in the russian orthodox Church. We also have two new Years: 1 january and the 13 january (old style). of course, this long period (russians have official holidays from 1 to 11 january) provides a vast field for celebrating and touring.
the most typical personages the russian new Year is associated with are grandfather Frost (Ded Moroz) and his "granddaughter" the snow girl (Snegurochka). one of the first ideas of using folklore images for tourism purposes was to find a homeland for grandfather Frost. again, i discovered this fact in a spam letter. the homeland of grandfather Frost was declared to be veliky ustyug (copying the Finnish santa Claus). this development is ascribed to the former mayor of moscow Yuri luzhkov, who was visiting the city of ustyug, and he and the local mayor decided to declare this city the homeland of grandfather Frost. thus in 1999 the new Year hero obtained his place and the on-site works started. now this place has attained the status of grandfather Frost's homeland and various trips and cultural, ethnographic activities are being inspired by this idea (http://ipaattravel.narod. ru/velikijustug_main.htm). thanks to this innovation, veliky ustyug is rapidly becoming one of the most popular tourist destinations, and not only during the Christmas season. many provincial cities followed this example. the first fairy-tale hero used as an attraction for the tourists was the famous picturesque baba Yaga. in 2006 in 2004, the village of kukoboy declared itself the homeland of baba Yaga, but there are other places that compete for this privilege, like the village of staritsa in the tver region, kuban' (ataman') and others. the explanations for the choice of the native place of a hero, a demon, or an evil spirit vary a lot. the homeland of the famous heroes of the russian fairytale, the sister alyonushka and brother ivanushka, for example, has been declared to be the village of ryabovo-the native place of mikhail vasnetsov, the russian artist and creator of the well-known illustration of these heroes. Kolobok (a small round loaf of bread) was "born" in ulyanovsk because, as local dialectologists insist, there are such words in the local dialect. the pseudo-mythological personage kostroma (the spirit of nature and spring) undoubtedly comes from the city of kostroma, and so on. sometimes there is no reason at all; just the rule "First come, first served" works; thus kirov turned into the native place of kikimora 10 (a female spirit of the house), vodyanoy (the spirit of the water) is said to live in poshekhonye, and so on.
Folklore and tourism is a vast subject, rich with material, still under construction, very appealing for further research. What is important n this article is that whenever a fairytale hero or a spirit obtains a native place, it starts to develop a personal ritual year that is immediately used in tourism advertising. thus on the last saturday of june tourists are invited to join baba Yaga's birthday party, kikimora celebrates her birthday on 2 march and her wedding anniversary with domovoy (the male spirit of the house) is on 15 may. there is a special date in the ritual year of vodyanoy: he wakes up on 16 april and a special performance is given for tourists.
the images of the russian folktales and mythology used as local brands give the advertising agencies and municipal authorities excellent opportunities to develop the city, to create its local identity, to provide the local people with work (for crafts, catering, accommodation, etc.), and to attract growing numbers of tourists. the process of privatizing the heroes and the demons moved to the state level when the project Fairytale map of russia was launched in november 2010, and a special network of tourism and other advertising agencies and municipal authorities was established.
11
10 some local historians insist that there are some toponyms with the name of kikimora near kirov.
11 the participants in this huge project come to visit each place of folklore tourism and discuss plans. each participant comes with a thematic gift; these are collected and then displayed in a special corner of a museum, as in pereslavl (Figure 8 ). , which are going through the complicated process of regaining national identity after several decades of being in the communist bloc and are now facing globalization. the process of commercializing rituals and assigning them to seasons, as has been seen, also has partly positive outcomes because it suggests didactic, archival, and research activity.
When talking about folklore, the ritual year, and tourism, special attention has to be paid to notions of entertainment and relaxation, which have turned into the key slogans nowadays. some scholars define entertainment as the epidemic of our days (odinokova 2006) . the russian is sometimes seen as Homo feriens, the 'celebrating person' (determined by the semiotician vladimir toporov, 1980). russian society is trying to fill in the vacuum and gaps that formed as a result of de-ideologization and looking for new rituals, faith, and restoration of heritage. david lowenthal commented on a similar situation: "the creed for heritage answers needs for ritual devotion, especially where other formal faith has become prefunctonary or mainly political" (1998: 1-2). russia has not reached the state of "craze for heritage" at the official and individual levels, but the craze for folklore and ritual, especially calendrical feasts that bring joy and relaxation, is in the air. 
